










_— SHORT CALLS . . 

RJR fixtures capture three ‘Indians’ 


RJR point-of-purchase fixtures 
have captured three “Indians” — the 
"Oscars” of the cigarette merchan¬ 
dising business — in the annual retail 
fixtures and displays competition of 
the Point-of-Purchase Advertising 
Institute (POPAI). 

The Indians — the award is a 
statuette of a standing Indian in full- 
length feathered headdress — were 
awarded to RJR for the company’s 
new six-sided centralized merchan¬ 
diser, modular package merchan¬ 
diser and cigarette pricer sign, The 
units were judged by retail merchan¬ 
dising professionals at the annual 
POPAI show recently in Chicago, 

"The judging is based on engin¬ 
eering and design, creativity, use 
of materials and how well the fixture 
or sign fulfills its stated objectives,” 
explains Walt Whiteman, group 
merchandising manager. 

"The awards recognize the compa¬ 
ny's efforts to provide the field sales 


On the cover: The division re¬ 
structuring now under way nation¬ 
wide is more than just a new 
organization chart. It is people — 
R.J, Reynolds Tobacco USA sales 
people; working together as a team 
in a new and better way, A story on 
the experience of the Dallas divi¬ 
sion, one of the first to be restruc¬ 
tured, begins on page 4. Pictured 
on the cover are several employees 
involved in the restructuring: Dallas 
Division Manager David Taylor (top 
photo); Special Resources Manager 
Sam Brown; Training and Develop¬ 
ment Manager June Sweeney (left), 
working with Sales Representative 
Terri Slone; and Special Accounts 
Manager Steve Wadsworth (center 
photos, left to right); and Area Sales 
Representative Mark Deener (bot¬ 
tom photo). 



Gordon DeHaan (above) adjusts prices on 
award-winning sign. Jan Olson and Watt 
Whiteman (left to right, right photo) point out 
features that won awards for modular and six- 
sided merchandisers. 

force with fixtures that offer superior 
benefits to the customer,” says Jan 
Olson, national manager - package 
merchandising. 

The field sales force also shares in 
the honor, Olson emphasized. “A lot 
of what we do is the direct result of 
input from the field.” 

The RJR six-sided centralized 
merchandiser won in the category of 
floorstands — multi-sided accessibil¬ 
ity in the permanent merchandising 
division. The unit rotates and can be 
moved about on rollers, and can be 
converted to a nine-sided merchan¬ 
diser by adding a standardized mod¬ 
ule to the end of each wing. 

"One of the most attractive fea¬ 
tures of this unit is that it can be com¬ 
pletely assembled without tools," 
Olson adds. 

The RJR modular package mer¬ 
chandiser won in the category of full¬ 
line merchandisers in the permanent 
merchandising division. This oak- 
finished metal unit is available in five-, 
seven-, nine- and 11-column widths 
and in seven- and 11-column low- 
profile configurations. 

"This unit is designed to provide 
the flexibility needed to deal with all 



the different situations people face 
out there in the field,” Whiteman 
says. Special features include built-in 
signage, adjustable column widths, 
pricing capability and standardization 
of components to allow the fixture to 
be "customized” for each applica¬ 
tion, he explains. 

The RJR cigarette pricer sign won 
in the wall units category of the per¬ 
manent merchandising division. As is 
the case with all the winning fixtures, 
flexibility is a key element, says 
Gordon DeHaan, manager - point- 
of-sale development. 

"Our objective with this sign was 
to provide long-term brand advertis¬ 
ing awareness to reinforce our media 
and temporary advertising, and a 
vehicle to display retail prices in 
multiple price categories,” DeHaan 
explains. 

The sign features prominent adver¬ 
tising display areas and space for list- 
ing prices of up to five categories of 
cigarettes, for both king-size and 
100s. The sign also can be “cus¬ 
tomized” with the name of the retailer 
or a chain logo, and is designed for 
either ceiling or wall-mount installa¬ 
tion, DeHaan adds. 
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MEMO- 

From the vice president - field sales 


Restructuring expands 
chain managers’ role 





One of the more dramatic changes in our sales organization has been the 
restructuring of division operations. 

Those of you who are directly involved in the changes realize that we are 
now in a better position to respond to business-building opportunities. We 
have structured more management depth into the divisions by establishing 
specific management responsibilities. We have given the division man¬ 
agers additional responsibility and authority to manage and lead people 
more effectively. 

Another major change in the restructure is the expanded role of our 
chain accounts managers. Their major emphasis will be more on selling our 
programs and plans and less on implementation and managing part-time 
resources. It's no secret that chain stores represent an increasing amount of 
our overall volume, and they are projected to become an even greater portion 
in future years. 

Having someone whose primary responsibility and accountability are to con¬ 
centrate on the major chains ensures that we maintain a strong presence in 
this vital growth segment. Under the restructure, our chain accounts managers 
will have more time to concentrate and become totally knowledgeable in the 
chain business. 

As the marketplace becomes more complex, handling major chains will re¬ 
quire a greater variety of skills than in the past. The chain accounts managers 
must know the chains’ business and their strategic direction. They must deal 
effectively with the chief executive officers as well as the buyers. 

The expanded role of the chain accounts managers is not an accidental by¬ 
product of the division restructure. It was carefully planned for the long-term 
growth of our business. 

Sincerely, 



Yancey W. Ford Jr. 
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Restructuring works, Dallas people say 


The resiructuring now being car¬ 
ried out In division sales operations 
across the nation is one of the most 
significant changes in the R.J. Reyn¬ 
olds Tobacco USA sales organization 

in recent years, 

Division restructuring works, 
say the RJR sales people in Dallas, 
where the restructuring concept was 
first tested. 

“Restructuring creates a more effi¬ 
cient and effective framework for the 
kind of team effort that is essential to 
capitalize on volume opportunities in 
the competitive climate of today’s 
marketplace," says Reggie Dodson, 
Dallas regional manager. 

"The restructuring is one of the 
most constructive things we have 
ever done In the use of our human 
resources. Accountabilities are clear. 
Office organization is excellent. And 
we are able to react more quickly to 
opportunities. Interaction with sates 
representatives has also been im¬ 
proved at all levels, and that is good 
for morale." 

The resiructuring is tailored to the 
needs ol each division, Dodson ex¬ 
plains. In the Dallas region, for exam- 



Dallas Regional Manager Reggie Dodson calls 
division restructuring “one of the most con¬ 
structive things we have ever done In the use 
of our human resources.’’ 

pie, the large, urban Dallas and Port 
Worth divisions utilize a special 
resources manager, a training and 
development manager and a special 
accounts manager, all reporting to 
the division manager. 

The Dallas mid-cities and Tyler, 
Texas, divisions employ a special 


resources manager and a training 
and development manager. The Dal¬ 
las and Fort Worth special resources 
managers cover the Dallas mid-cities 
area. The traditional division manager- 
assistant division manager structure 
is still a viable organizational option 
in certain markets. 

"Even where the restructuring has 
been on a more limited basis, it has 
affected the divisions in a positive 
way," Dodson says, "Everybody gets 
what they need, and all benefit.” 

“The restructuring has been just 
great,” says Mark Deener, an area 
sales representative in the Dallas di¬ 
vision. "I’ve been working a lot more 
with all the managers. It's good to 
have someone specifically assigned 
to each function to call on when you 
need a certain kind of help. 

"June Sweeney, our training and 
development manager, helps me a lot 
with my call procedures and selling 
and presentations. Steve Wadsworth, 
our special accounts manager, has 
worked with me to sharpen my skills 
in merchandising. Sam Brown, our 
special resources manager, is right 
there to order materials and get fix¬ 
tures installed when and how the 
customer wants them. 

"And David Taylor, our division 
manager, looks at the overall picture 
and helps me pull it all together," 
Deener says. "We're all working 
together as a team, and it really 
works.” 

Creating that kind of team in every 
division is a major objective of the 
restructuring, says Frank Beck, na¬ 
tional manager - sales personnel. 

“This has been a response to what 
the field has been telling us we need¬ 
ed," Beck says. “In the marketplace 
and the competition of today, we saw 
a need for our division management 
to become more specialized.” 



Dallas Division Manager David Taylor (right) discusses a work plan with (from left) Special 
Resources Manager Sam Brown, Training and Development Manager June Sweeney and Special 

Accounts Manaflar Steve Wadsworth. 
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Restructuring included Improvements In office operations, too. Dallas Division Secretary Donna 
Walker says changes keep work flowing smoothly through the office. 


The restructuring shifts specialized 
management functions from chain 
accounts management to division 
management, creating the three new 
entry-level management positions at 
the division level, Beck explains. 
Chain accounts managers are free to 
concentrate on chain business and 
additional management depth in the 
divisions allows division managers 
more opportunity to seek new busi¬ 
ness and meet overall management 
responsibilities, he says. 

“In the past, we have expected di¬ 
vision managers fo know all things 
and do all things, but through the 
restructure, they can truly be more 
effective working through the entry- 
levei managers. They will have more 
time to be creative in analyzing the 
trade and seeking out and capitaliz¬ 
ing on volume opportunities.” 

Restructuring also creates more 
entry-level management career 
opportunities, and assures more 
balanced career development of 
managers and sales reps, Beck adds. 

“Entry-level managers will be bet¬ 
ter prepared to be division managers 
some day, and sales reps will get the 
benefit of exposure to managers who 


are specialists in their areas — and 
that will prepare them better for ad¬ 
vancement to entry-level manage¬ 
ment. The new structure not only 
benefits our business, it benefits our 
people, as well" 

“The new structure changes the 
division manager's job considerably,” 
Taylor says. “I have more time to 
analyze the business and key in on 
specific volume opportunities. I have 
more time to get deeper into my busi¬ 


ness — I can see the forest through 
the trees. 

“The critical responsibility for divi¬ 
sion managers now is being able to 
delegate responsibility and follow 
up, to get feedback from the people 
with the responsibility. You have to 
learn how to manage through your 
managers instead of trying to do it 
all yourself." 

The structure also benefits sales 
reps because managers have more 
expertise and more time to spend 
with them, Taylor adds. “The reps are 
better able to make decisions on their 
own because they get better instruc¬ 
tion and they know better what we 
want.” 

The new managers agree that the 
new structure helps them do a better 
job. 

"The special accounts manager 
has more time to look for volume 
opportunities and work directly with 
the chains and vendors, and more 
time to work with the reps on their 
presentations to these accounts,” 
Wadsworth says. 

"I spend two days a week, working 
with reps on things like merchandis¬ 
ing and competitive contracts, and 

(continued next page) 



Chain Accounts Manager Herman Young of the Dallas chain division says division restructur¬ 
ing frees him to pursue volume opportunities with major chains. 
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Special Accounts Manager Steve Wadsworth (right) discusses RJR programs with Lynn Hughes 
of Mobil Oil, who is responsible lor tobacco sales at Mobil outlets In the Dallas area. 


(continued from page 5) 

I’ve also got more time to get out into 
the stores to evaluate our position 
versus the competition. 

“I think the restructuring is working 
well. With increased competitive 
pressure, it’s more important than 
ever for everybody to understand his 
job and do it weli,” 

Brown is responsible for training 
and supervising a part-time work¬ 
force of five merchandising spe¬ 
cialists, four promotional specialists 
and a general sales worker who 
coordinates the division warehouse 
operation and spends some time 
out on the trade. Brown’s duties also 
include ordering merchandising 
fixtures for 17 assignments, includ¬ 
ing the Dallas division and half of 
the Dallas mid-cities division. 

“It’s a challenging job," Brown 
says. “It takes a lot of planning and 
coordination to be sure all the store 
sets are installed properly and on 
time, especially with a big chain 
project." 

Management of part-time 
resources has become “critical,” with 


the increasing number and complexi¬ 
ty of fixtures and mounting demands 
on sales reps’ time, Brown notes. 

“We have to be able to go into that 
store and get it right the first time, to 
free that rep up to spend more of his 
time selling,” Brown says. “I spend 
one day a week working on planning 
and administration, and four days out 
on the trade.” 

The training and development 
manager is responsible for recruiting, 


interviewing and training new reps, 
including STEP and follow-up train¬ 
ing, Sweeney says. 

"I’m also accountable for inventory, 
ordering and distribution of sales 
materials, implementation of mer¬ 
chandising programs and the overall 
productivity of the reps. This job in¬ 
volves a lot of interaction with the 
reps and the other managers. 

“For example, a rep will submit a 
work order for installation and I’ll 
review it. Then i will very likely go to 
Steve for his input and then to Sam 
for implementation. It is an extremely 
cooperative effort." 

Sweeney agrees that the restruc¬ 
turing has given managers more time 
to spend with the reps. "I spend four 
days a week on the street, working 
with reps. With the new structure, it’s 
much easier to follow up and monitor 
problems and results, and give reps 
the feedback they need." 

“It gets us back to our primary ac¬ 
countabilities of volume and helping 
the reps do the best job they can," 
Taylor says. "The restructuring really 
gives us a leg up on the competition.” 

"In today’s market and competitive 
climate, we have to do everything we 
can to maintain our position of sales 
leadership,” Dodson agrees. “The 
restructuring will help us stay on top." 

yt 



Area Sales Representative Mark Deener (left) says a mafor benefit of the restructuring Is addi¬ 
tions! contact with Division Manager David Taylor and other managers. 
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Awareness can help you save your back 



Back injury is the leading category 
of work-related lost-time accidents for 
the field sales force, according to 
company safety records. 

Fortunately, however, there are 
steps that sales people can take to 
reduce the risk of back injury, com¬ 
pany safety spokesmen agree. 

Out of all the lost-time accidents 
reported by field sales employees in 
1986, the category of “overexertion¬ 
lifting, pulling, pushing," most com¬ 
monly resulting in back injury, ac¬ 
counted for more than a third of the 
cases, says Bobby Robinson, safety 
director for Reynolds Tobacco, 
Another fourth of the cases involved 
falls, with back injuries a frequent 
result, Robinson adds. 

“Almost all of these accidents 
involve things that a sales rep does 
every day,” Robinson says. “The key 
factor is awareness. You have to plan 
how to move and consider whether 
you are positioning yourself properly 
and lifting correctly, or whether you 
are overextending your body or over¬ 
reaching and twisting yourself.” 

The experience of the field sales 
force with back injury is typical of 
U.S. workers in general, says Dr. 
Robert G. Fletcher, corporate medical 
director. 

"For industry as a whole, back 
injury is the most common and most 
expensive cause of lost worktime,’' 
Fletcher says. 

“Prevention is the best medicine 
for back problems,” Fletcher says. 
“Preventive maintenance” for the 
back involves several factors, he 
explains: 

• Posture. Good posture in stand¬ 
ing, sitting and walking helps avoid 
fatigue and strain of the muscle sys¬ 
tems that support the back. Chairs 
and mattresses should provide firm 
support. Sit straight, with knees 


slightly elevated, and avoid sitting or 
standing in one position for long peri¬ 
ods of time. Sleep on your side, with 
knees bent, or on your back, with 
knees elevated, 

« Weight. Excess weight, espe¬ 
cially in the form of a pot belly, puts 
chronic strain on the back and sup¬ 
porting muscles. 

• Exercise. Exercises that 
strengthen muscles in the back, up¬ 
per legs and especially the abdomen 
will improve support for the spinal 
column. General good physical con¬ 
ditioning also helps keep the back 
healthy. Do not exercise if your back 
is already hurting, and always check 
with your doctor before beginning 
any exercise program. 

Proper lifting techniques can avoid 
many back injuries, Fletcher notes. 
Case histories show that even an ob¬ 


ject as light as a 20-pound half-case 
of cigarettes can pose a back hazard, 
if approached carelessly. 

• Lift with your head first. Think 
about how you are going to pick up 
an object and the path you will follow. 
Check for obstructions along the way 
and plan how and where you will set 
the object down. If the object is too 
heavy or bulky, get help. 

• Stand close to the object to be 
lifted, with feet planted firmly a com¬ 
fortable distance apart. 

• Bend your knees, not your 
back. Keep your back as straight as 
possible at all times while lifting. 
Bending over the load from the waist 
adds the weight of the upper body to 
the total load and puts the principle of 
leverage to work — against you. 

• Prepare to lift. Grasp the load 

(continued on page 9) 
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Since you asked 


Why can’t the capacity to review 
and correct calls, after they have 
been made, be added to the hand¬ 
held computer? 

We made changes in the hand¬ 
held computer program in January to 
allow you to review and correct data 
at the end of each work task within 
the call. Compared to the total num¬ 
ber of calls made, errors are few and, 
hopefully, they can be caught and 
corrected during the work task, Go¬ 
ing back to review the entire call is 
time-consuming. 

How can we make sure that we 
order and use the most current 
vending labels? 

This question has been asked 
repeatedly because of the variation in 


sizes, colors and logos of vending 
labels. Selection of vending labels 
will be made easier, however, with the 
recent addition of an item number 
printed on the face of the label, 

Labels can now be identified by size 
and item number. If a vending label is 
changed, or if new ones are added, 
the item numbers will identify them. 

The old-style roll-up pricing 
tapes were much easier to use than 
the present fold-up type. Can’t we 
go back to them? 

We went to the fold-up tape for two 
reasons: First, the manufacturer 
holding the patent on the roll-up 
tapes could not meet our order re¬ 
quirements. Second, we wanted to 
standardize our pricing tapes so they 


could be used on all our fixtures. The 
fold-up tape serves that need. 

In order to speed up coupon 
redemptions that are questionable, 
why doesn’t Lane Services request 
Invoices for all coupons sent in? 
That would save the time It takes to 
request the invoices and the time it 
takes the retailer to send them In. 

More than 100,000 retail accounts 
redeem coupons, and the vast 
majority do so within the terms and 
conditions spelled out on the coupon. 
Lane Services only requests invoices 
when there is sufficient evidence to 
suspect that a retailer's coupon sub¬ 
mission exceeds the actual amount 
of product purchased to redeem the 
coupons. 


I 


Save your back 

(continued from page 7) 

firmly. Inhale and tighten abdominal 

muscles, to help support back. 

• Lift with legs, not back. Leg 
muscles are stronger than back mus¬ 
cles, so lift by bending and straight¬ 
ening your legs, instead of your back. 

• Hold object close to the body 
while picking up, carrying and setting 
down the load. Do not stretch or over¬ 
extend yourself reaching for a load at 
arm's length. 

• Avoid twisting. While lifting and 
carrying, change position or direction 
by shifting your feet, not twisting your 
back. 

• Put down as carefully as you 
pick up, following the same proce¬ 


dures and observing the same 
precautions. 

Use extra care when lifting ob¬ 
jects overhead, since you will not be 
able to lift with your legs. Use a firm 
platform or a steady ladder to gain 
height, not a box or a chair. 

With all loads, try to “divide and 
conquer." Split a heavy load into 
several lighter loads if possible. Use 
a dolly, hand truck or any other work¬ 
saving device available. Remember 
that pushing a heavy load is easier 
on your back than pulling it. 

People whose jobs require a lot of 
driving, including RJR sales people, 
should pay careful attention to their 
seating position behind the wheel, 
Fletcher advises. An arm’s-length, 
laid-back driving style is hard on the 


spinal column and back muscles. 

The seat should be adjusted so your 
arms are bent and your knees are 
higher than your hips. A small 
cushion behind the lower back can 
provide extra support. 

“The biggest factors in back 
problems with field sales are proba¬ 
bly improperly adjusted vehicle seats 
and simply being in a hurry," Fletcher 
says. “Field sales people have a big 
job and a lot to do in a limited time. 

"But taking that extra moment to 
lift properly or look around for that 
patch of ice or broken pavement or 
that bit of debris in a store that might 
cause a fall will pay off in the long 
run. You want to be effective and 
prompt, but you want to be safe, too.” 

Vi 
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— VOLUME WINNERS 


Truck, boat, bike boost sales 


RJR products have been selling 
by the truckload, the boatload and 
even by bicycle in Thomasville, Ga., 
recently. 

Within a single week’s time, Area 
Sales Representative J.J. Gaines of 
the Panama City, Fla., division built 
innovative mass displays to "move” 
Winston and Salem product via each 
of those transportation modes. High¬ 
speed transit of product from these 
mass transportation displays into 
shoppers’ carts was assured by 
attachment of $2-off coupons. 

At the Thomasville Woolworth 
store, Gaines built a 1,200-carton 
mass display around a compact truck 
supplied by a local dealer. The center- 
piece of a mass display at Murphy's 
Drugs was a boat, loaded with and 
surrounded by 700 cartons. 

And when Gaines heard that 
another vendor was planning a pro¬ 
motion featuring a bicycle raffle, he 
proposed a joint project, targeting 
Rose's, the largest department store 



Area Sales Representative J.J. Gaines sold a 
truckload of Winston and Salem with this 
mass display at the Thomasville, Ga., Wool- 
worth store. 

in Thomasville. The result was a 
display featuring a 10-speed bicycle 
suspended in mid-air over 720 cartons 
of Winston and Salem. 


Mass displays 
win volume 
for Hightower 

During the recent Dora! blitz, 

Area Sales Representative D. High¬ 
tower of the Charleston, S.C., divi¬ 
sion went marching through Georgia, 
placing Doral mass displays and 
winning a new retailer for the brand, 

Hjghtower placed 1,000-carton ■ 

I mass displays in each of three Kwik 
Way stores around Hinesvil.'e, Ga., 
and the 3,000 cartons were sold in 
less than a month.'Kwik Way now . 
maintains a 5CK)-carton inventory of ? 
Doral, which has become the chain’s 
best-soiling brand 

Looking around for new worlds to 
conquer, Hightower sold USA Station 
in Hinesville, which had not previous¬ 
ly isotd Doral, on a Doral Cigarette 
Savings Center merchandiser. The 
store now sells an average of 60 
cartons of Doral a week, but of total 
cigarette sales'of 170 cartons a week. 


Winston event is a winner 

Pomona race speeds sales 


Institutions 
‘locked up’ 
by Ellegate 

The Doral institutional program got 
off to a good start in the Buffalo, N.Y., 
division recently, as Special Accounts 
Manager J.J. Ellegate locked up cor¬ 
rectional facilities in the area for RJR. 

Ellegate successfully introduced 
Doral in five prisons, securing initial 
orders of 1,468 cartons. Attica, one of 
New York’s largest prisons with more 
than 2,100 inmates, now carries only 
Doral in the savings segment and 
has discontinued sales of unbranded 
generics. 


High-speed drag racing and super¬ 
charged RJR salesmanship were on 
display recently for thousands of drag 
race fans who attended the Winston 
World Drag Finals in Pomona, Calif. 

Division Manager D.M. Lewis and 
Special Accounts Manager R.J. 
Schweitzer of the San Gabriel, Calif., 
division secured exclusive RJR dis¬ 
tribution during the three days of 
racing. They placed 13 package mer¬ 
chandisers, and 386 cartons of Win¬ 
ston, Salem and Camel were sold. 

Lewis and Schweitzer also placed 
39 ground-mount signs, 60 metal 
signs and 294 banners in the Pomo¬ 
na area for the event. 



Signs and banners blanketed Pomona, Calif., 
area for Winston drag race. 
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- VOLUME WINNERS —- . . 

RJR sales are ‘O.K.’ in Oklahoma 



RJR sales are "O.K.” in Oklahoma, 
thanks to the efforts of the south 
Oklahoma City division. 

Facing the challenge of increasing 
RJR sales in the Clinton, Okla., mar¬ 
ket, Area Sales Representative A.J. 
Durham of the south Oklahoma City 
division devised a strategy that fo¬ 
cused on the higher-volume stores in 
the area. Durham placed larger Flex 
units and expanded Doral depart¬ 
ments in the United, Puckett's and 
Safeway stores in Clinton, resulting 
in strong sales increases. 

Durham's direct accounts, Albert 
Brothers and Puckett's Wholesale, 
report Doral orders have tripled and 
Century orders are up 25 percent, 
due mainly to these new store sets. 

Meanwhile, back at the fort, Area 

Volume shines 

Sales are getting brighter for RJR 
brands in the sunny southland of 
Florida and Alabama, thanks to the 
efforts of the field sales force in 
placement of mass displays. 

Area Sales Representative D. 
Jetton of the Fort Lauderdale, Fla., 
division sold the K-Mart store in Hal¬ 
landale, Fla., a 240-carton Winston 
and Salem display, placed in an end- 
cap location. At the Albertson’s store 
in Hallandale, Jetton placed a 
300-carton Doral display with $1-off 
coupons, topped by a package 
display featuring a 25-cent price 
reduction. 

Meanwhile, across the Sunshine 
State in the Panhandle area, Area 
Sales Representative J.C. Skinner of 
the Mobile, Ala,, division placed a 
1,000-carton Doral display in the Al¬ 
bertson’s store in Pensacola, Fla. 

And not far over the state line in 
Alabama, Area Sales Representative 
K.T. Patterson of the Mobile division 


Sales Representative M.L. Hebert 
and part-time worker D.L. Laughlln 
of the South Oklahoma City division 
have been successfully defending 
RJR's position of sales leadership at 
the Fort Sill Commissary. 


in sunny South 



Area Sales Representative D. Jetton placed a 
300-carton Doral display at Albertson’s In Hal¬ 
landale, Fla. 

sold the Food 4 Less store in Daphne 
on a 300-carton Doral display. 


The efforts of Hebert and Laughlin 
In Increasing merchandising space 
for RJR brands and maintaining 
coupons have increased the RJR 
market share at the commissary to 
47.5 percent. 


Florida region 
adds Doral trays 

Winning the volume war means 
! using every weapon in the RJR ■ 
merchandising arsenal. The north 
Florida region recently blasted the 
value-segment competition with a 
; two-month campaign to boost 
Doral continuous counter displays. 

Regional Manager G.S. Hill 
reports that the sales people in his 
region placed 7,556 additional 
CCD trays of Doral durlng the 
campaign. 

Withrow scores 
with Doral display 

A lot of value-segment smokers 
have been taking Doral back to 
their old Kentucky homes around 
Williamsburg, Ky., recently. Sales 
Representative D.A. Withrow of 
the Lexington, Ky., division pre¬ 
booked and displayed 1,000 car¬ 
tons of Doral at Food World in 
Williamsburg. 
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- VOLUME WINNERS 


Gronda scores 
‘Total’ victory 
in west Detroit 

A “total" merchandising approach 
produced "total” victory for RJR in 
the 34-store HVO Total convenience- 
store chain in the west Detroit area. 

When Area Sales Representative 
A.H. Gronda of the west Detroit divi¬ 
sion took on the challenge of han¬ 
dling HVO Total last year, she initially 
introduced all styles of Doral with 
continuous counter displays and 
Doral Savings Centers in all walk-in 
locations. Then she sold the chain 
permanent counter displays in the 
cash register position. 



Area Sales Representative A.H. Gronda 
replaced Philip Morris overheads with RJR 
fixtures in the HVO Total chain. 

Gronda scored her most impres¬ 
sive victory in the total RJR sweep of 
the HVO Total chain recently, when 
she replaced all Philip Morris over¬ 
heads with RJR fixtures. 


Fixture is created 
for Pilot Oil chain 

Retailers like RJR’s Individualized 
Merchandising Service because it 
gives them exactly the merchandis¬ 
ing they need to sell cigarettes. 

J.F. Baumann, assistant division 
manager in the Knoxville, Tenn., divi¬ 
sion, recently put his IMS skills to 
work to create an overhead package 
merchandiser for Pilot Oil, a service 
station-convenience store chain in 
the Knoxville area. 

Baumann combined a six-foot mini¬ 
overhead package merchandiser with 
a four-foot mini unit and sold Pilot Oil 
on installing the combined fixture In 
40 of their outlets. 


RJR sales are up, in upstate New York 


In New York, RJR sales are up, 
upstate, because of the extra efforts 
of sales people in the Buffalo, 
Rochester and Syracuse divisions. 

In the Buffalo division area, Divi¬ 
sion Manager D.T. Walsh sold Beil’s 
Markets, his largest direct grocery 
account, on Flex and beltline self- 
service merchandising in four of the 
chain’s new prototype stores in Buffa¬ 
lo. The chain had never previously fa¬ 
vored self-service merchandising but 
has now adopted self-service for both 
package and carton merchandising. 

Also in the Buffalo division, Area 
Sales Representative K.J. Przybyta 
prebooked 8,200 cartons during two 
recent sell-in campaigns, for a total 
of 137 extra cases of product sold to 
retail outlets in his assignment. 

Another Buffalo sales winner 
was Area Sales Representative L.M. 
Ertz-Berger, who sold RJR overhead 
package merchandisers and Doral 
Savings Centers to Kenyon's, a high- 
volume, seven-store chain based in 
Lockport, N Y. The RJR overhead 


package merchandisers replaced 
Philip Morris overhead racks in three 
of the stores. 

In the Rochester division area, Di¬ 
vision Manager R.E. Seidel has sold 
the 65-store Sugarcreek convenience 
chain on RJR continuous counter 
display units. This chain also has 
RJR permanent checklane display 
units at cash register positions, RJR 
overheads and exclusive RJR 
decal advertising. 

Area Sales Representative J.E. 
Hoagland of the Rochester division 
has placed 39 Doral Savings Centers 
and 68 continuous counter displays 
in his assignment. The Doral busi¬ 
ness at one direct account, Jones & 
Sons, more than doubled in 1986. 

Area Sales Representative F.M. 
Barney placed Flex merchandising in 
26 stores in 1986, out of a total of 208 
stores in the Rochester division with 
Flex units. Barney also led the divi¬ 
sion with 5,08.2 rows of a division total 
of 39,418 rows. 

In the Syracuse division, Area 


Sales Representative C.R, Carletta 
demonstrated the advantages of self- 
service merchandising for both RJR 
and the retailer. Carletta placed 20 
feet of self-service, in-line Flex at 
Wayne Drugs in Oswego, N.Y., a 
previously non-self-service outlet. 
Total sales volume almost doubled, 
from 750 to 1,300 cartons per week, 
with a leading share for RJR brands. 

Area Sales Representative F.A. 
Tromblno of the Syracuse division 
tells a similar before-and-after suc¬ 
cess story at Williams Market in 
North Syracuse, N.Y. Before, the store 
used two lobby-type carton fixtures in 
a low-traffic location with 40 RJR 
rows and sold packs at a non-self- 
service sales counter. 

Trombino sold the store on a Flex 
unit in a high-traffic area with 90 RJR 
rows, and self-service pack racks at 
the express checkouts and check- 
lane displays to complement the 
sales counter. Sales volume in¬ 
creased from 950 to 1,200 cartons 
per week, with additional RJR sales 
accounting for much of the gain. 
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- VOLUME WINNERS 



Sales Representative W.M. Basil (left photo) boosted Dora! sales at W&W Grocery In Hutchins, 
Texas, while Sales Representative R.R. Garllngton placed a mass display of Winston and 
Salem at Safeway In Grand Prairie, Texas. 

Dallas mid*cities blitzes Texas 


The recent Doral blitz reached 
"deep into the heart of Texas,” with 
extra effort from the volume winners 
in the Dallas mid-cities division. 

Area Sales Representative C.A. 
Patti put RJR pump toppers to good 
use in his assignment, with Doral 
price displays at the Jif-E-Mart store 
in Mexia, Texas, and other locations. 

Meanwhile, Sales Representative 
W.M. Basil built up Doral inventories 

Kentucky Krogers 
open to Doral 

Doral has taken up residence at 
63 Kroger supermarkets In the Louis* 
ville, Ky., area that the competition 
used to call home for its value- 
segment fixtures, D, Murley, chain 
accounts manager in the Louisville 
chain division, is responsible for the 
competition’s change of address. 

Murley placed RJR four-shelf 
carton merchandisers in 42 of the 
Kroger stores around Louisville and 
sold the remaining 21 stores on six¬ 
wide Doral Savings Centers, with 
exclusive Doral advertising on all 
63 units, The RJR merchandisers 
replaced the 63 Liggett fixtures that 
the stores had used. 

Murley’s merchandising makeover 
yielded RJR a 189 percent increase 
in Doral inventories at the stores, for 
a total of 5,481 cartons on display. 


at W&W Grocery in Hutchins, Texas, 
with a mass display to supplement a 
Doral Cigarette Savings Center and 
counter displays at the cash register 
locations. 

Continuing strong support for other 
RJR brands, Sales Representative 
R.R. Garllngton created a grand 
presence for Doral at Safeway in 
Grand Prairie, Texas, with a mass 
display of Winston and Salem. 


Big volume is goal 
in Little Havana 

Big volume in Little Havana is a 
key objective for Special Accounts 
Manager A. Caban of the Miami 
division. 

Replacing the competition and pro¬ 
moting self-service cigarette sales 
were major elements of Caban’s 
sales strategy for the four-store 
Navarro Discount chain in the Little 
Havana section of Miami. But 
Caban's persistence was the main 
factor that finally won the chain over 
for RJR. 

After four presentations, Caban 
sold Navarro Discount on replacing 
competitive carton fixtures with RJR 
Flex shop-around configurations in 
three of the stores. Caban converted 
a fourth, non-self-service store to self- 
service with a Flex fixture to complete 
his sweep of Navarro Discount. 


River is road to higher sales 


Geography and taxes can create 
problems or opportunities, depending 
on what you make of them. Just ask 
the sales people in the Cincinnati di¬ 
vision whose assignments take them 
across the Ohio River into northern 
Kentucky. 

The Ohio River not only splits the 
Cincinnati division, but also marks 
the dividing line between Ohio and 
Kentucky. Because Kentuckians en¬ 
joy lower cigarette taxes, numerous 
high-volume cigarette outlets have 
sprung up on the Kentucky side of 
the river. 

Cincinnati division management 
decided to boost Doral business dur¬ 
ing a recent month by capitalizing on 
the tax variation with an extra sales 
effort on the northern Kentucky side. 
In 20 calls, Cincinnati sales people 
increased Doral volume by 177 
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Area Sales Representative T.E. Mackle placed 
a 15-case mass display at Old Town Shell In 
Covington, Ky. 

cases. In one typical assignment, 

Area Sales Representative T.E. 
Mackie blanketed Covington, Ky., 
with Dora!, placing 15-case mass dis¬ 
plays in Fifth Street Liquor, Stadium 
Liquor and Old Town Shell. 
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- VOLUME WINNERS 


‘Challenge’ spurs Mid-Continent area 


If you want to sell a lot of cig¬ 
arettes, just challenge RJR sales 
people to outdo themselves — and 
watch the volume figures soar. The 
Mid-Continent sales area demonstrat¬ 
ed that recently with a three-week 
“Doral Challenge” program designed 
to give the brand a boost before the 
introduction of new styles. 

L.K. Birtln, area vice president - 
sales, and the six regional managers 
in the Mid-Continent sales area 
challenged each division to increase 
the number of Doral carton rows, con¬ 
tinuous counter display trays and dis¬ 
play pricing signs. 

Each region, division and chain di¬ 
vision within the Mid-Continent sales 
area developed and implemented an 
action plan for meeting the Doral 
Challenge, with impressive results. 
Doral continuous counter display 
trays increased by 21,194. Additional 
rows on Doral Cigarette Savings 
Centers totaled 24,540. And 20,397 
additional pieces of Doral signage 
were placed. 

These achievements resulted in 
an additional 165,000 cartons of Doral 
inventory in retail locations in the 
Mid-Continent sales area. 

The chain accounts managers in 
the Mid-Continent sales area also 
recorded a number of significant 
sales achievements during the Doral 
Challenge, 

In the Memphis, Tenn., chain divi¬ 
sion, Chain Accounts Manager T.A. 
Melendy sold Kroger/Delta KMA on 
Doral Savings Center fixtures in 92 of 
the chain's 99 stores, resulting in an 
increase of 1,472 Doral carton rows. 

Chain Accounts Manager H.E. 
Young of the Dallas chain division 
sold the Minyards chain on Doral 
Savings Centers for 46 stores. Young 
also placed 22 additional Doral fix¬ 
tures in the Skaggs Alpha Beta 
chain. 



Cigarette Savings Centers, like this one et Fast 
Stop In Littlefield, Texas, boosted Doral sales 
in the Mid-Continent sales area. 

In the Houston chain division, 

Chain Accounts Manager J.W. 

Poston placed Doral Savings 
Centers in 950 Circle K stores in 
the Houston area. Poston also sold 
Kroger on lowering its Doral price 
to parity with generics. 

Chain Accounts Manager H.J. 
Heintz of the San Antonio, Texas, 


California conventioneers are ex¬ 
periencing the results of RJR sales 
leadership at the Los Angeles Con¬ 
vention Center, thanks to the efforts 
of Sales Representative E.R. Cook of 
the west Los Angeles division. 

Cook carefully surveyed the con¬ 
vention center’s concession stands 
and sold the center on new RJR oak- 
finish package fixtures with signage 


chain division added 2,100 Doral car¬ 
ton rows and placed 350 new pieces 
of permanent Doral signage In the Di¬ 
amond Shamrock chain. Heintz also 
sold the Albertson’s chain on Doral 
Savings Centers for 45 locations. 

In the Lubbock, Texas, chain divi¬ 
sion, Chain Accounts Manager D.L. 
Stein sold Safeway of El Paso, Texas, 
on adding six Doral rows in each of 
60 stores. Stein also sold the Allsup’s 
chain on adding two Doral continu¬ 
ous counter display trays in all 287 
locations, 

Chain Accounts Manager C.R. 
Dedeaux of the Oklahoma City chain 
division converted shared savings 
center displays in the Safeway chain 
to exclusive Doral Savings Center fix¬ 
tures, for an increase of 592 rows and 
49 cases of product on display. 

In the Jackson, Miss., chain divi¬ 
sion, Chain Accounts Manager J.W. 
Bonar sold the Super Stop chain on 
converting to self-service operation, 
with Doral Savings Centers in 45 lo¬ 
cations. Bonar also sold the Mims Jit¬ 
ney Jr. chain on self-service fixtures, 
with Doral Savings Centers in 20 
stores. 

Chain Accounts Manager R.L. 
Sommer of the New Orleans chain 
division gained an additional shelf for 
Doral in 58 A&P supermarkets, for a 
net gain of 348 new Doral rows. 


and exclusive RJR point-of-sale 
promotional materials. Distribution of 
RJR brands was increased from eight 
to 14 styles, out of a total of 18 brand 
styles available at the concession 
stands. The addition of Winston and 
Salem 100s and More marks the first 
time that 100 and 120 styles have 
been sold at the convention center. 


RJR leads at convention center 
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— PROMOTIONS & APPOINTMENTS 


C. A. Coyle has been named sales 
training and development and vending/ 

S military manager in 

A the South Atlantic area. 
A Coyle joined the 
company in 1976 as a 
pp sales representative in 
» the Camden, N.J., di¬ 
cta vision, where she was 
AH promoted to area sales 
representative in 197S. She was named 
area manager - merchandising in the 
Philadelphia chain division later that 
year. Coyle was promoted to assistant 
division manager in the North Atlanta 
division in 1979, and to division 
manager in the Baltimore division in 
1982. She was promoted to sales 
training manager in the home office 
in 1983 and was named sales plan¬ 
ning manager In 1985. 


R.E. Cross has been promoted to 
division manager in the Tyler, Texas, 
division. 

Cross joined the 
company in 1981 as a 
sales representative in 
the Dallas mid-cities di¬ 
vision, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. In 1983, he was promoted 
to merchandising manager - field in 
the Dallas chain division. He was 
promoted to assistant division manager 
in the San Antonio, Texas, division in 
1985. 

W.J. Green has been promoted to 
division manager in the central Detroit 
division. 

Green joined the 
company in 1974 as a 
sales representative in 
the central Detroit divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. In 1979, he was promoted 
to assistant division manager of the 
division. 





M.A. Quintero has been promoted 
to division manager in the Miami 
division. 

Quintero joined the 
company in 1979 as a 
sales representative in 
the Newark, N.J., divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. He was promoted to assis¬ 
tant division manager in 1983 and 
lo division training and develop¬ 
ment manager in 1986 in the Newark 
division. 

J.F. Moore has been promoted to as¬ 
sistant division manager in the Duluth, 
Minn., division. 

Moore joined the 
company in 1982 as a 
sales representative in 
the East St. Louis divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 




M.E. Gallagher has been promot¬ 
ed to s pecia l accounts manager in 
the Dallas mid-cities 
division. 

Gallagher joined the 
company in 1978 as a 
sales representative in 
the Oklahoma City divi¬ 
sion, where he was 
promoted to area sales 
representative the following year. 

J.G. Vierra has been promoted to 
special accounts manager in the San 
Jose, Calif., division. 

Vierra joined the 
company in 1982 as a 
sales representative in 
the San Francisco divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. He was promoted to assis¬ 
tant division manager of the San Jose, 
Calif., division in 1984. 



In Memoriam 


George H. Johnson, retired 
Boston regional sales manager, 
died Jan. 26,1987. He was 68. 

Johnson retired from R.J. Reyn¬ 
olds Tobacco in 1983 following a 
42-year career with the company. A 
native of Somerville, Mass., John¬ 
son joined the company in 1941 as 
a sales representative in the Boston 
division. Following military service 
from 1942 through 1945, he 
returned to the Boston division, 
where he was promoted to assistant 
division manager in 1949. 

Johnson was promoted to 
manager of the Arlington, Mass., 
division in 1959 and to assistant 
regional sales manager in Wor¬ 
cester, Mass., in 1962. Later that 
year he was promoted to regional 
sales manager in Boston, a position 
he held for 21 years.. 


William H. James, division 
manager of the central Detroit divi¬ 
sion, died Jan. 20,1987. He was 54. 

James had more than 22 years of 
service with the company and had 
been division manager of the cen¬ 
tra! Detroit divislon'foP16 years. He 
joined the company In 1964 as a 1 
sales representative in Hazel Park, 
Mich, He moved the following year 
to the east Detroit division, where 
he was promoted to area sales 
representative in 1969,. ■ 

James was promoted to assistant 
division manager in the central 
Detroit division in 1970. He was 
promoted to division manager in the 
central Detroit division the following 
year. 
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That means listen. Constantly, your customers 
give off buying signals that you can use to make 
the sale. Specific needs you can solve — if you’re 
tuned into what they're saying. 

Make listening an art. Practice what you learned 
in your Professional Selling Skills Course. 
When the orders start rolling in and your 
VAIP check arrives, you’ll be glad you did. 

Volume Achievement 
Incentive Plan 

Volume isn't everything, 
it's the only thing. 
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